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ABOUT TRAVEL OREGON
The Oregon Tourism Commission, dba  
Travel Oregon, is a semi-independent  
agency that works to enhance  
Oregon's economy by developing 
world-class visitor experiences and 
providing information that inspires 
travel and conveys the exceptional 
quality of Oregon as a destination. A 
nine-member board of commissioners 
appointed by the Governor oversees 
the agency. The commission aims to 
improve Oregonians’ quality of life by 
strengthening the economic impacts 
of the state’s $11.8 billion tourism 
industry, which employs more than 
112,200 Oregonians.

ABOUT THIS REPORT
With the passing of House Bill 4146 
in 2016, Travel Oregon is required to 
submit an annual report regarding 
the funds received by the commission 
during the prior fiscal year pursuant to 
ORS 320.305.

OTHER REPORTS
In addition to this annual report, 
Travel Oregon produces or contributes 
to the following regular reports:

§	Contribute to the Comprehensive  
 Annual Financial Report (CAFR),  
 annually

§	Participate in Audit/Financial  
 Review, biennially

§	Strategic Plan & Budget, biennially 
 http://industry.traveloregon.com/  
 organization

§	Oregon Tourism Commission  
 reports, quarterly  
 http://industry.traveloregon.com/ 
 organization/commissioners

§	Legislative Fiscal Office Reports  
 as requested

§	Legislative Revenue Office Reports  
 as requested

§	Legislative Committees Reports  
 as requested
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VISION
A better life for all Oregonians through strong,  

sustainable local economies.

MISSION
We inspire travel that drives economic development. 
Through innovation and partnerships, we share the 

stories of Oregon’s people and places, deliver world-class 
experiences, strengthen the industry and ensure the 

preservation of Oregon’s way of life and its natural places.
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MESSAGE FROM THE CEO 
Everything we do at Travel Oregon is aimed  
at improving the lives of Oregonians through 
strong, sustainable local economies. In 
order to achieve this vision, we work 
every day to inspire travel that drives 
economic development and generates 
jobs for Oregonians in every corner of the 
state. Through award-winning marketing 
campaigns, innovative destination devel-
opment initiatives, robust international 
outreach and strong alignment with our 
industry partners throughout the state. 

Travel Oregon works tirelessly to run 
effective programs that maximize the 
return on investment for Oregon as 
we continue efficient stewardship of 
public funds. According to the 2017 Tourism Advertising 
Evaluation and Image Study by Longwoods International, 
every dollar Travel Oregon spends on advertising generates 
$157 in new visitor spending and $8 in state and local taxes. 
What’s more, the study found that Oregon’s tourism adver-
tising campaigns and subsequent visitation significantly 
improved the image of Oregon as not only as a place to visit, 
but also for a wide range of other economic development 
opportunities. Specifically, those who saw the advertising 
were 61% more likely to consider Oregon a good place to start 
a business and as place to start a career by 128%. 

OREGON TOURISM COMMISSION
Nine commissioners, each appointed by the 
Governor of Oregon, oversee the Oregon Tourism 
Commission. One commissioner represents the 
public-at-large, five represent the lodging sector 
and three represent the tourism industry-at-large. 
Commissioners approve and oversee the  
commission budget and the strategic plan that 
directs the actions of the professional staff. Chair

Ryan Snyder
Vice Chair
Scott Youngblood

Kara 
Wilson-Anglin

Don  
Anway

Richard 
Boyles

Nigel 
Francisco

Al  
Munguia

Maria  
Ponzi

Kenji  
Sugahara

Governor
Kate Brown

There has never been a better time for 
Oregonians to create cherished memories 
by exploring the state, all while supporting 
the more than 112,000 Oregonians directly 
employed in the tourism industry. There has 
also never been a better time for out-of-state 
and international travelers to visit —  
perhaps for the first time. In fact, Oregon 
is outpacing the west coast in growing 
international visitation and is growing 
more market share with an increase of 
11% in the last five years, which has led to 
record international spending with an  
18% increase since 2012. 

Over the past year we have worked with 
and supported our partners to help deliver 

world-class experiences to visitors. By working together with 
one shared vision, we ensure that we’re optimizing the state-
wide benefits of the tourism industry and helping preserve 
Oregon’s way of life. This report illustrates the strategic 
investments we’ve made for this place we call home and the 
stories of the people that live, work and play here.

Todd Davidson
CEO
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OREGON’S TOURISM INVESTMENT
In 2003, Oregon’s tourism budget was ranked among the lowest in the nation 
— 47th out of the 50 states. Unsurprisingly, Oregon was losing tourism market 
share as people chose to vacation in other western states. Clearly, Oregon needed 
a stimulus strategy. In 2003 the Oregon Legislature passed and the governor 
signed into law the Oregon Tourism Investment Proposal, which implemented a 
1 percent statewide lodging tax.

By 2016, according the US Travel Association, Oregon’s tourism budget ranked 
14th in the nation. More importantly, Oregon had seen major growth in tourism- 
related jobs, employee earnings, visitor spending and state and local taxes.

HOUSE BILL 4146
TAX OVERVIEW 
The success of the Oregon Tourism Investment Proposal bolstered the tourism 
industry. It also helped set the stage for House Bill 4146. Passed in the 2016  
legislative session, HB 4146 increased the state lodging tax to 1.8 percent — 
effective July 1, 2016, and decreasing to 1.5 percent in July 2020.

HB 4146 was presented by policymakers who recognized the power of the  
tourism industry as a vital part of the state’s economy. With the success of  
the tourism industry they pushed for increased resources to empower and  
support its growth.

DISTRIBUTION OF FUNDS
HB 4146 also directed 20 percent of state lodging tax to implement a Regional 
Cooperative Tourism Program — allowing for investment in tourism marketing, 
services, sales and development — and directed 10 percent of state lodging tax to 
a competitive grants program.

FINANCIALS 
Travel Oregon provides reporting on budget, financial, agency and industry performance  
to inform the public as well as the Executive and the Legislative branches of state government.

2003 2017 Change

TAXES (STATE/LOCAL) $246 million $539 million +119%

DIRECT EMPLOYMENT 84,500 jobs 112,200 jobs +33%

EMPLOYEE EARNINGS $1.7 billion $3.3 billion +94%

VISITOR SPENDING $6.5 billion $11.8 billion +82%

“This bill increases  
resources for the Oregon 
Tourism Commission to 
invest in furthering the 
state’s tourism industry  
to promote all of Oregon. 

And we know that investing 
in tourism pays off — 

 big time.”

- Nancy Nathanson  
Oregon Representative
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FY 2017-18 ACTUALS
July 1, 2017 - June 30, 2018

SOURCES 
State Lodging Tax Revenue $38,017,086 
Beginning Fund Balance $11,092,597 
Other Sources $329,886
TOTAL $49,439,569 
  
USES 
Global Marketing $13,420,549 
Global Strategic Partnerships (GSP) $2,164,200
GSP - Regional Cooperative Tourism Plans $12,326,765 
GSP - Grants $6,938,451 
Global Sales $2,984,1 9 1 
Destination Development $1,332,855 
Administration & Operations $3,752,071 
TOTAL $42,919,082

ENDING EQUITY $6,520,487

WINE COUNTRY LICENSE PLATE PROGRAM
When the Oregon Legislature passed the law creating the Oregon Wine Country 
license plates, they initiated two programs for Travel Oregon to bring to the  
tourism industry in Oregon: a matching grant program and a regional tourism 
promotion program. 100% of the net proceeds from the sale of these specialty 
plates are used to help advance wine and culinary tourism promotion projects 
and initiatives that help share the story and experiences of Oregon’s wine and 
culinary bounty with Oregonians and visitors.

July 1, 2017 - June 30, 2018

SOURCES 
Wine Country Plates Revenue                       $360,549 
Beginning Fund Balance $480,907
TOTAL $841,456 
  
USES 
Wine Country Plates - Regional $145,752 
Wine Country Plates - Grants $105,160 
TOTAL $250,912 
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RETURN ON INVESTMENT 
§	The Oregon Tourism Commission strives for efficient and effective  
 stewardship of public funds. In 2017 tourism spending in Oregon enjoyed  
 its eighth consecutive year of strong growth. 

§	Visitors to Oregon generated $11.8 billion in revenue —  
 a 4.7 percent increase in spending in real dollars compared to 2016.

§	Oregon destinations hosted 28.8 million overnight visitors, with  
 hotel room revenue throughout the state increasing by 1.3 percent.

§	Domestic visitor air arrivals to Oregon numbered 3.8 million, a growth  
 of 5.5 percent over the previous year.

§	The travel industry added more than 2,700 new jobs in 2017,  
 a 2.2 percent increase over the prior year, bringing the total number  
 of statewide travel industry jobs to 112,200.

§	Secondary impacts from the re-spending of travel-generated revenues  
 by businesses and employees were equivalent to 58,300 jobs in 2017,  
 with earnings of $2.8 billion.

§	The travel industry’s gross domestic product was $5 billion in 2017.

§	The travel industry is one of the top three export-oriented industries  
 in rural Oregon counties.

Source: 2017 Dean Runyan Economic Impact Report

 “The travel and tourism 
industry continues to be 

a bright spot for Oregon’s 
economy. Not only are 

travel-related spending, 
employment and earnings 

vital components to the 
state’s healthy economy, 

but also, traveling and con-
necting with the outdoors 
are good for Oregonians’ 

health and well-being.” 
- Governor Kate Brown 

EMPLOYMENT & REVENUE DUE TO TOURISM

5,930 JOBS
$383M9,400  

JOBS
$903M

12,100 JOBS
$1.1B

35,280 JOBS
$5.1B 4,970 JOBS

$421M

21,890  
JOBS
$1.9B22,710  

JOBS
$2B
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GEOGRAPHIC EQUITY &  
COMMUNITY SUPPORT 
OVERVIEW
Travel Oregon strives to support the varied regions of the state’s tourism industry, 
recognizing that each locale represents a diversity of needs and opportunities. 
With the passage of HB 4146, we began a comprehensive engagement and insight 
process to ensure that we fully understood industry members’ priorities.  
The process included a tourism engagement survey and a series of 22 town 
hall meetings in each of the state’s seven regions — Portland, the Coast, the  
Willamette Valley, Southern Oregon, Mt. Hood/Columbia River Gorge, Central 
Oregon and Eastern Oregon. We also created several work groups focused on 
informing and engaging members of the tourism community, including a legislative 
lodging tax work group, a competitive grants work group and Regional Cooperative 
Tourism Program work group. This process gave us clear insight into the needs and 
perspectives of industry partners, key stakeholders and staff.

REGIONAL DESTINATION MANAGEMENT ORGANIZATION (RDMO) TOURS
We work to maintain our understanding of the needs of our regional partners.  
In keeping with our commitment to equal representation of the state’s seven 
diverse regions, members of the Communications team, Integrated Marketing 
team and Global Sales team, as well as staff from our PR agency of record and our 
custom publisher, MEDIAmerica, visit each of the seven regions annually. During 
these visits, which we call Regional Destination Marketing Organization (RDMO) 
tours, Travel Oregon staff and vendors meet with regional partners to learn about 
what’s new in each region. The RDMO tours offer us media talking points, new and 
unique stories to share through our outlets and emerging international tourism 
opportunities to highlight. 

WORKSHOPS
In 2016, we introduced a workshop element to the RDMO tours to offer our  
regional partners training in public relations, online content, social media and 
international tourism. As part of this new workshop element, Travel Oregon also 
developed a statewide media tour plan to share with writers and editors across  
the state. We held meetings in every region and invited our local partners to  
participate and share stories about the positive effect travel and tourism has on 
their communities. Coverage included articles in The Coos Bay World, Medford 
Mail Tribune, Eugene Register-Guard, KATU, MyColumbiaBasin.com and the  
Bend Bulletin.
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ADVERTISING CAMPAIGNS

OVERVIEW 
Travel Oregon develops advertising campaigns to inspire  
travel from high-yield visitors in key drive and fly markets.  
Our success in inspiring travel was noted in MMGY Global’s 
annual Portrait of American Travelers study, which showed 
strong growth in U.S. leisure travelers interested in visiting 
Oregon. In 2010, Oregon ranked 14th out of all 50 states with 
only 6 percent of travelers interested in visiting. We are now 
12th in the nation with 13 percent of leisure travelers interested 
in experiencing Oregon. Travel Oregon’s award-winning  
marketing efforts also increased statewide lodging demand 
with 15.8 million rooms sold in FY17/18, accounting for a 1.2 
percent increase over FY16/17. Oregon has seen a year-over-year 
increase in lodging demand for nine consecutive years for a total 
of nearly 30 percent growth — up more than 3.6 million room 
nights from FY08/09 (Source: STR, Inc). 

In FY 2017/18, Travel Oregon launched two marketing campaigns that  
amplified the natural inclination of travelers to visit in the spring and  
summer and worked to encourage more wintertime travel. These campaigns — 
Travel Oregon: The Game and Oregon: Only Slightly Exaggerated — convey 
compelling Oregon stories in creative ways that broke through market clutter. 

GLOBAL MARKETING
The Global Marketing team inspires statewide overnight travel through  
innovative advertising and world-class messaging and content.  

PORTLAND

SEATTLE
VANCOUVER

SAN FRANCISCO

PHOENIX

KEY MARKETS

FALL / WINTER 2017  
October 26 – December 16

SPRING 2018  
March 12- May 6
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36,698,154
Video views 

1.67 million
Sessions on TravelOregon.com 

261,290,356
Paid and organic impressions across 

TV, digital, cinema and social 

191,000
Subscribers to e-news with a  

FY17/18 net gain of 15,000

COMBINED CAMPAIGN RESULTS

436,493
Facebook fans as of  

end of June 2018

227,495
Instagram followers as of  

end of June 2018 

60,000
Visitor guide orders, which was a 32% 

increase over 16/17

479.5 million
Circulation sum from  

154 earned media placements 

TRAVEL OREGON: THE GAME 
Travel Oregon recognized the need to  
motivate our target audience to visit in  
winter, a time of year when Oregon sees less 
visitors. With that in mind, Travel Oregon 
created “Travel Oregon: The Game” to  
educate would-be-travelers about Oregon’s 
wide range of winter activities. Nostalgia 
for this beloved childhood game combined 
with a modern-take on the content that led to 
record-breaking page views and time on site. 
Running from late October through mid- 
December, the game brought more than half a million people to TravelOregon.com, 
where they stayed, played, and were inspired to plan trips to Oregon. 

TRAVEL OREGON: THE GAME

Results
§	550,410 Unique visits to the game

§	124,480 Unique game plays

§	6,375,702 Video views

§	6 minutes Average session  
 duration of someone who visited  
 the game

§	41 media articles Secured  
 featuring The Game, reaching an  
 audience of more than 235.9  
 million with an average score  
 of 8.6/10 

§	17,300 rooms nights Generated  
 with $2.1M in revenue* 

* OTA booking data

Awards
§	Silver Lion at the Cannes  
 Festival of Entertainment  
 (The Oscars of Advertising)

§	Merit recognition in Branded  
 Entertainment at The One Show

§	Webby Honoree in the Game  
 or Application category 
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ONLY SLIGHTLY EXAGGERATED 
In March 2018, Travel Oregon introduced a new campaign to inspire people to find 
happiness off the beaten path in Oregon. This campaign was based on research showing 
that modern life is taking a toll on people’s happiness and health. To help alleviate  
this troubling trend, we strove to stir a visceral, emotional reaction with our target 
audience using beautiful, enchanting animation. We showcased places in Oregon in 
new and innovative ways that were true and honest to the spirit of this place. 

4 million views within the first week

More than 10 million views at the end of the campaign

ONLY SLIGHTLY EXAGGERATED

Results
§	30,322,452 Video views  
 paid and organic

§	212,260,056 Paid and organic  
 impressions  

§	532,000 Website sessions  

Earned Media coverage
§	479 million impressions

§	154 media placements

§	127 online features

§	27 broadcast and radio segments
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INTEGRATED & DIGITAL CONTENT
The Integrated Marketing team works to ensure that Travel Oregon is a trusted 
resource for travel inspiration. We oversee a wide-range of content, including  
TravelOregon.com, the official Travel Oregon Visitor Guide, Scenic 
Byways Guide and more than 200 digital stories, videos and itineraries 
that aim to ignite a potential visitor’s desire to travel in Oregon. But we don’t just 
inspire visitors; we also provide them with necessary trip-planning information.  
TravelOregon.com strives to be a key resource and a hub of inspiration for  
travelers, both as the home of well-crafted expert content and as a guide to other 
high-quality resources.

For 2017/18 we reached an all-time record of 

4.01 million  
website visitors  

TravelOregon.com was recognized by the  
International Academy of Digital Arts and 
Sciences as a 2018 Webby Award Honoree.

Scenic BywayS
OregOn 

Official Driving Guide

Travel Oregon's stories convey simple truths about the places we love without  
making the reader feel like they’re being marketed to. Through first-person  
narratives, we share stories about Oregon as a refuge for idealism, a place for 

endless adventure, a place where dreamers 
can make big things happen, where we’re  
serious about where food comes from, and a 
place with a shared sense of stewardship for 
the natural world.  

This year Travel Oregon launched a new 
TravelOregon.com and our collaborative 
tourism management platform Oregon 
Tourism Information System (OTIS), which 

enables the industry to post content that is then distributed to multiple partner  
sites. To date, we have 47 partners around the state contributing content to help 
elaborate on nearly 11,000 points of interest, including lighthouses, museums, 
events and attractions. 

Consumers reached via 
social media:
§	23.2 million Facebook

§	6.9 million Twitter

§	9.6 million Instagram

256 stories published

Travel Oregon Visitor Guide

Oregon Scenic Byways Official Driving Guide

TravelOregon.com
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CONSUMER & INDUSTRY MEDIA
The Communications team garners coverage highlighting Oregon as a destination  
and showcasing the power of tourism to enhance communities throughout the state.

FEAST 
In addition to a yearly sponsorship of 
Feast Portland, the Communications 
team hosts pre-Feast familiarization 
tours for top-tier media attending the 
food festival so they can experience 
parts of the state outside of Portland. 
In 2017, we held four pre-Feast tours 
in Southern Oregon, the Central 
Coast, Central to Eastern Oregon, and 
Mt. Hood Territory with a total of 19 
attendees, which resulted in 25 stories, 
a circulation sum of 54.4 million and 
average story score of 8.76 out of 10. 

SATW 
Travel Oregon partnered with Travel 
Portland to host the Society of American 
Travel Writers (SATW) conference in 
Portland in October. We provided 45 
conference attendees with 10 different 
tours before and after the conference 
so they could gather story inspiration 
through their exploration of the state. 
These tours gained excellent coverage 
ranging from top-tier publications to 
personal blogs with a total of 32 stories, 
a circulation sum of 171.8 million and 
an average story score of 8.3 out of 10. 

NATIONAL TRAVEL AND  
TOURISM WEEK 
In celebration of National Travel 
and Tourism Week, Travel Oregon 
embarks on an annual statewide media 
tour to tout the positive economic 
impacts of the travel and tourism 
industry in every corner of the state. 
The 2018 tour reaped 37 stories with a 
circulation sum of 59.1 million and an 
average story score of 8.5 out of 10.

PRESS COVERAGE
Travel Oregon hosted 66 domestic journalists and garnered coverage for  
every region of the state in key publications like the NY Times, L.A. Times, 
Chicago Tribune, Sunset, USA Today, HuffPost, San Francisco Chronicle  
and Washington Post.

Media Articles 
FY 2016-17 vs. FY 2017-18 

800

700

600

500
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100
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Circulation  
FY 2016-17 vs. FY 2017-18 

2.5 B 

2 B

1.5 B

1 B

500 M

0
2016-17 2017-18

Consumer Industry Total

INDUSTRY ENEWSLETTERS 
Our monthly eNewsletters reach nearly 4,500 of our partners and keep them up 
to date on key tourism news through a monthly industry newsletter, breaking 
news, and niche newsletters in outdoor recreation, destination development, 
culinary and agriculture, and sustainable tourism. The average open rate is 
30%, which is 10% above the industry standard.
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CRISIS COMMUNICATIONS

TOTAL SOLAR ECLIPSE
The Global Marketing team saw the Total Solar Eclipse through to success,  
finalized the agency’s Crisis Communications Plan, and created assets for our 
partners to use during potential crises. 

On August 21, 2017, Oregon was the 
first state to witness the Total Solar 
Eclipse. As the state with the best 
chance of clear skies that day, we were 
faced with the possibility of nearly 
1 million visitors traveling into the 
60-mile wide path of the eclipse.  

Our goal was to ensure an excellent 
experience for visitors while preserving  
this beautiful place. We engaged 
approximately 60 state, local and  
federal partners to align our messaging  
to help achieve four goals: 

1. Traffic backups post-eclipse will not exceed three times normal congestion  
 for more than eight hours; 

2. No people would die in eclipse-related traffic accidents; 

3. Eclipse visitors would start no wildfires; 

4. And hospital visits would be proportional to the size of the crowd.

Key Messaging Developed  
and Aligned with Partners:
§	Keep Oregon moving: Arrive  
 early, stay put, leave late 

§	Keep yourself healthy: Stay cool,  
 stay hydrated, stay informed 

§	Keep yourself safe: No camp- 
 fires, no fireworks, carry a first  
 aid kit 

§	Keep Oregon safe: See  
 something, say something

Eclipse content on  
Travel Oregon’s social 
channels saw 279,315 
total web impressions 

and 1,084,522 total  
video impressions. 

Our eclipse-related 
media contact resulted 

in 115 stories with  
415 million in 

circulation.

CRISIS COMMUNICATIONS PLAN 
Travel Oregon presented the Crisis Communications Plan (CCP) to our partners 
at the annual gathering of Oregon Destination Marketing Organizations and at 
the Oregon Governor's Conference on Tourism, sharing key lessons from the 
Solar Eclipse and how they could be applied to develop a local CCP.

Solar  
Eclipse

Your Guide to the Oregon

August 21, 2017

™

Travel Oregon also distributed 50,000 Eclipse Guides, and 80,000 tear-off 
maps and branded eclipse glasses. Staff at the official state welcome centers 
helped visitors make the most of their trips before, during and after this celestial 
event. The welcome center team at Portland International Airport received  
special recognition from the Port of Portland for their outstanding customer  
service to visitors leading up to the eclipse.

PACK PROVISIONS.
There are a limited number of restaurants 
in some of Oregon’s beautiful, remote 
places, and these eateries may run out 
of food. Make sure you have picnic 
supplies, snacks, water and anything else 
that will help you stay happy if you can’t 
find a meal.

BRING ECLIPSE GLASSES.
To watch the eclipse safely, everyone will 
need eclipse-viewing glasses, which block 
harmful light from damaging your vision. 
You can get complimentary glasses at 
welcome centers around the state  
(see p. 22 for more information).Eclipse chasers from around the world are expected to come to Oregon to see this rare 

astronomical event. The path of totality spreads across a relatively rural area of the state 
that isn’t used to such large numbers of visitors. For this reason, it’s important to show 
up with accommodations booked and ready with a plan. Here are some tips to ensure a 
good time for all.

BEFORE YOU GO

Camping in Central Oregon
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RESERVE ACCOMMODATIONS.
Hotels and campsites have been booked 
for months and even years. If you don’t 
have lodging reservations already, consider 
staying farther from the path of totality. 

BE PREPARED FOR TRAFFIC.
Many small communities have only one 
road leading in and out. These will 
inevitably get backed up, making traffic a 
real problem. To reduce congestion, plan 
to arrive at least one full day, and ideally 
several days, in advance of the event. 
Avoid traveling into the path of totality on 
the day of the eclipse, August 21, 2017.

BRING A MAP.
You may encounter spotty cell phone and 
GPS reception in rural Oregon during 
the eclipse. The increase of cell phone 
usage will overwork services and make 
connections tougher. Know where you’re 
going, and don’t expect to rely on your 
phone or online maps. You can order a 
highway map online at TravelOregon.com.

FUEL UP.
Most service stations won’t allow drivers 
to pump their own gas, so sit back and 
let the attendant do it for you. Expect long 
distances between gas stations in rural 
areas, so calculate your fuel needs in 
advance. 

TOP SAFETY TIPS
LEAVE NO TRACE. When traveling around Oregon, it’s important to practice 
“Leave No Trace” ethics, which includes leaving sites as you found them, disposing 
of waste responsibly, respecting wildlife and being considerate of other visitors. 

DON’T TRESPASS. Many public buildings and private properties are not able to 
accommodate visitors. Make sure you are not trespassing. 

WILDFIRE PREVENTION. August is peak wildfire season in Oregon, so please 
be vigilant about extinguishing and disposing cigarettes. Know fire risks and respect 
fire restrictions, including campfire bans. Avoid parking or driving on dry grass, as 
your vehicle can spark a wildfire. In many areas, drivers are required to carry  
a shovel and fire extinguisher or gallon of water in their car. 

AVOID EXCESSIVE WASTE. Consider packing large water containers and  
refilling them with tap water. Oregon’s water is some of the best in the world,  
so there’s no need to buy bottled water.

CARRY SOME CASH.
The ATMs in these small to medium 
towns won’t be accustomed to dispensing 
so many bills. While most services in 
Oregon take credit cards, there are 
places in rural areas that only take cash.

PREPARE FOR SUN  
AND HOT TEMPERATURES.
Temps can reach over 100 degrees in 
summer, especially at inland destinations. 
Pack hats, sunscreen, ice water or 
whatever you can to help beat the heat.

ACT LOCAL.
Oregonians are pretty nice. Smile, say 
hello, wait your turn at stop signs and enjoy 
the journey as much as the destination. 

TravelOregon.com 5
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WILDFIRES 
The wildfire season of 2017 burned 1.2 million acres in Oregon, including some 
of the state’s most significant visitor destination areas. To be proactive in wild-
fire prevention and preparation for 2018, Travel Oregon convened meetings with 
Bureau of Land Management, United States Forest Service, Oregon Parks and 
Recreation Department, Oregon Department of Forestry and Keep Oregon Green 
to align messaging. We also developed a wildfire toolkit, giving our partners the 
resources they need to help visitors plan or modify their trips should wildfires 
affect their vacation plans.   

Travel Oregon, in conjunction with the Governor’s Regional Solutions teams, worked directly with the communities 
impacted by the 2017 wildfires. We engaged in meetings in the Columbia River Gorge and on the Southern Oregon Coast to 
highlight opportunities for our tourism partners to tap into Travel Oregon’s existing programs to aid in their recovery efforts.

§	An estimated $51.1 million in lost  
 visitor spending during 2017 

§	Impacts were felt most strongly  
 by food and beverage service  
 ($13.9 million) and lodging  
 ($13.5 million), followed by retail  
 businesses ($3.9 million).

§	Employees and working proprietors  
 lost $16 million in earnings, and  
 $368,000 and $1.5 million in local  
 and state tax receipts respectively.

§	Smoke was particularly widespread,  
 causing 451 unique unhealthy air  
 quality readings across the state, a  
 65% increase over the highest  
 number of readings from 2000 to 2016.

§	Businesses and Organizations  
 reported that the most significant  
 problems were the following:  
 smoke (90%), customer perceptions  
 regarding fire-related discomfort  
 or danger (75%), and road closures  
 (60%). 

§	Nearly half of the survey respondents  
 believe the 2018 season may see a  
 decline in visitation due to the  
 possible perception that fire damage  
 from 2017 has diminished their  
 community’s appeal to visitors.

Impacts 
Travel Oregon also worked with Dean Runyan Associates and Destination 
Analysts to conduct a study in March 2018 to better understand the economic 
impact of fires on Oregon’s communities and businesses:
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Spending lost related to 2017 wildfire by tourism region (millions)

-$14.2

Undetermined

-$3.5

-$1.9

-$8.3

-$19

-$4.1

È $51.1 million in visitor  
spending

increase in unhealthy 
air quality readings

-$13.9M -$13.5M -$3.9M

Ç65%
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WELCOME CENTERS

OVERVIEW
Travel Oregon operates seven staffed welcome centers at key 
entry points around the state. An eighth center, located in 
the Oregon Department of Transportation (ODOT) Siskiyou 
Safety Rest Area near Ashland, is anticipated to open in 
spring of 2019. These welcome centers are an essential part of 
a visitor’s experience and provide in-person engagement with 
Travel Oregon’s brand. We are able to offer this efficient 
and extensive program thanks to critical partnerships with 
Oregon Parks and Recreation Department, ODOT, Oregon 
Travel Experience, Seaside Visitors Bureau, Port of Portland, and the Port of Morrow.

284 paid advertisers 
participated in the brochure 

program, representing all 
seven regions. 

35% increase 
over advertiser  

participation from  
last year

WELCOME CENTER BROCHURE PROGRAM 
The Welcome Center Brochure Program gives Oregon  
attractions, lodging properties, tour operators, events,  
festivals and destinations the opportunity to reach  
visitors directly by displaying their brochures in one or  
more of our welcome centers. Through this program, each  
welcome center carries a broad selection of local, regional 
and statewide visitor information materials, including  
publications produced by Travel Oregon, Oregon 
Department of Transportation, Oregon Parks & Recreation, 
Oregon Department of Fish and Wildlife and other state 
and federal agencies. 

“On our way back through 
Oregon from California 

we stopped at the Welcome 
Center and talked to a 

really nice lady who was so 
personable and knowledge-
able. She was a real delight. 

Beautiful facility.” 
– Burt (WA)

“You did great! You all have 
the best information center 

of any state I’ve visited. 
Visited Oregon last year 

and decided to come back. 
After picking up our bags, 
we headed straight for the 

information center. Thank 
you for still being there 

with your smiling faces, 
tons of brochures, and 
helpful suggestions.” 

– Claire 

“At the beginning of our 
visit to Portland, we 

received hospitality at 
your counter. Due to your 
kindness we could enjoy 

sightseeing there. You took 
enough time to look for the 

way from Hood River to 
Timberline Lodge using 
public transportation. 

Thank you so much for the 
appropriate information 
and the fun conversation. 
See you again someday in 

our beloved Portland!!” 
– Noriko (Japan)

AprilMarchFebJanDecNovOctSeptAugJuly JuneMay

5,000

10,000

15,000

20,000

25,000

30,000

35,000

40,000

VISITOR STATISTICS
Staff interacted with visitors from all 50 states and at least 
57 countries. Top 5 countries visitors came from: Canada, 
Germany, United Kingdom, Australia and the Netherlands.

208,000+ travelers visited at least one of the welcome  
centers (up 11% over FY16/17), with August seeing the  
most visitors:

$1,858 vs. $652
The average trip spend for visitors to Oregon Welcome Centers who stay overnight  

in Oregon is $1,858 versus the average Oregon overnight trip spend of $652.
Based on 2016/2017 Travel Oregon Welcome Center Survey and Dean Runyan Associates Oregon Travel Impact 2017.
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GLOBAL STRATEGIC 
PARTNERSHIPS
The Global Strategic Partnerships team strives to develop strong partnerships with local 
businesses and international organizations. We also award funding through a competitive 
grants program, work with the states RDMOs, and offer educational trainings that support 
and empower our industry partners. 

BRAND USA GLOBAL MICROSITE
Travel Oregon led a website development project using Brand USA’s Visit the 
USA platform to give state and regional partners a unified voice to inspire inter-
national visitors. Content included must-see places, city pages and road trip 
videos with itineraries. This $50,000 investment helped Travel Oregon reach 14 
countries in seven languages.

STRATEGIC PARTNERSHIPS
Travel Oregon is developing relationships with companies such as Laika, 
Columbia Sportswear, Nike and Dakine. These partnerships give Travel Oregon 
the opportunity to access a broader range of resource and expertise for the travel 
and tourism industry. These types of strategic partnerships raise awareness of 
our marketing, sales and development programs and elevate the Travel Oregon 
brand awareness outside the industry.

KEY TOURISM INDUSTRY PARTNERSHIPS
Travel Oregon is further developing relationships with the Oregon Restaurant 
and Lodging Association, Oregon Wine Board, Oregon Sports Authority, Oregon 
Film, and Business Oregon to identify additional opportunities for alignment 
and partnership.

Site performance as of June 19, 2018

38k pageviews

1:55 seconds time on site

2.6 million impressions

16  TRAVEL OREGON

G
LO

B
A

L 
S

TR
A

TE
G

IC
 P

A
R

TN
E

R
H

S
IP

S



“This project (to repair 
and install signage at the 
Siltcoos Lake boat ramp) 
would not be completed 

without your help.” 
$1,775 award to  

Dunes City 

 
“Because of this small grant 

award, Visit McMinnville 
now has one of the most 

user-friendly trip planning 
websites in Oregon wine 
country, and even better, 
the grant funded project 

allowed us to participate in 
positive collaboration with 
all tourism organizations 

using OTIS.” 
$20,000 award to  

Visit McMinnville

“Hopefully, this small 
grant program will con-
tinue as it provides an 
opportunity to develop 

projects that support the 
local economy. Continuing 

to ensure the criteria 
offer the flexibility to 

allow ground-up solutions 
to come forward is an 

important attribute of the 
program.” 

$20,000 award to  
Association of Oregon Counties

29 projects funded 

$399,656 awarded

$860,375 amount leveraged 

138 community support letters

PORTLAND  
REGION 
$54,313 

WILLAMETTE 
VALLEY  
$66,968

COAST 
$106,292 

MT. HOOD &  
THE COLUMBIA  
RIVER GORGE 

$56,167

CENTRAL 
$24,750 

EASTERN  
$46,795 

SOUTHERN  
$44,370 
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COMPETITIVE GRANTS PROGRAM
OVERVIEW
Travel Oregon directs 10 percent of the state transient lodging tax to a competitive 
grants program. The program awards grants for projects that contribute to the 
development and improvement of communities throughout the state by means of 
the enhancement, expansion and/or promotion of the tourism industry.

COMPETITIVE SMALL GRANTS PROGRAM
Travel Oregon’s Competitive Small Grants program funds requests up to $20,000 
with a required 10 percent cash match. Funded projects ranged from $600 to 
$20,000. Even the smallest amount provided a big impact for our communities.
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COMPETITIVE LARGE GRANTS PROGRAM

Grant Recipient: Oregon21
Travel Oregon awarded Eugene-based 
Oregon21 a $10 million grant for the 
2021 IAAF World Championships, 
which will showcase Oregon on an inter-
national scale. Oregon21 will receive 
$2.5 million per year for four years.

The IAAF World Championships is the crown jewel of track and field sports —  
a 10-day spectacle of awe-inspiring performances from the best athletes in the 
world. Oregon21 will be the largest sporting event held in the world in 2021, and 
the largest our state has ever welcomed. Oregon will be the first state in the U.S. 
to host this event.

The global attention Oregon will receive over the next four years, culminating 
with the IAAF World Championships August 6 through 15, 2021, is an unparal-
leled opportunity for the state. During the 2015 IAAF World Championships in 
Beijing, approximately 63 hours of competition were broadcast to 194 countries 
over the course of nine days. By comparison, in that same year, the Super Bowl 
was broadcast to 180 countries for three-and-a-half hours.

Oregon21 has four key goals for this event: 
1. Engage communities throughout Oregon and the United States, innovate  
 how the world experiences sport, and be a global platform for advancing  
 diverse programs that leave a lasting legacy. 

2. Work with Travel Oregon to highlight the entire state of Oregon  
 (encompassing all seven tourism regions) and create an event that is  
 “Authentically Oregon.” Produce and deliver an experience that will  
 create lasting memories for those who attend and spur a desire to visit in  
 those watching from afar.

3. Benefit Oregon businesses by tapping into local resources and expertise  
 at every level of event operations.

4. Offer opportunities to all regions of the state to host team training camps  
 prior to the event. 

$2.5 million annually for four years

$85 million amount leveraged 

11 statewide support letters

“This was an opportunity 
to leverage resources in key 
international and domestic  
markets in a way that we 

couldn’t possibly do on 
our own. This event will 

showcase what Oregon is 
and why we are special to a 

worldwide audience.”

- Ryan Snyder  
Oregon Tourism Commission Chair 

President, Martin Hospitality

Estimated Impact
A preliminary economic impact report conducted by ECONorthwest in the 
fall of 2015 estimated direct spending by visitors at the event itself would 
total $52 million. The report also shows total direct spending by visitors 
throughout the state (including at the event) would total $138 million.  
An estimated 4,874 visitors are expected for the event, with more than  
60 percent of visitors coming from outside Oregon.
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REGIONAL COOPERATIVE TOURISM PROGRAM (RCTP)
As mandated by HB 4146, the Regional Cooperative Tourism Program (RCTP) is 
supported by 20 percent of the state transient lodging tax. The RCTP focuses on 
tourism marketing, services, sales and development and works to ensure equal 
investment in each of Oregon’s seven regions. In August 2016, Travel Oregon  
created a diverse work group of tourism businesses and state and local agencies 
to brainstorm how to improve the RCTP. The group created new guidelines, 
which were implemented in October of 2016. (RCTP funding and program  
evolution and guidelines can be viewed at: http://industry.traveloregon.com/ 
content/uploads/2018/08/RCTP-Guildelines.pdf)

REGIONAL STAKEHOLDER 
MEETINGS AND SURVEYS

17 stakeholder engagements 

577 statewide regional listening 
session attendees

230 engagements in 2017

347 engagements in 2018

8 stakeholder survey reports: 
 1 statewide, 7 regional

$4.4 M

Portland
Region

$2.2 M

Oregon
Coast

$1.3 M

Willamette
Valley

$1.1 M

Central
Oregon

$900 K

Southern
Oregon

$600 K

Mt. Hood / 
Columbia 

River Gorge

$600 K

Eastern 
Oregon

$4,500,000

$4,000,000

$3,500,000

$3,000,000

$2,500,000

$2,000,000

$1,500,000

$1,000,000

$500,000

$0

39% Portland Region

20% Oregon Coast

12% Willamette Valley

10% Central Oregon

8% Southern Oregon

5% Mt. Hood / Columbia River Gorge
5% Eastern Oregon

Overall Program Budgets Regional Budgets as a Percentage of RCTP Program

RCTP OVERALL PLAN SUMMARY

$4,357,349 $2,229,600 $1,318,608 $1,117,903 $888,091 $600,000 $599,000

Budget by Tactic CategoryBudget by Region

$11,110,551 $11,110,551

Destination Dev.

Global Sales

Ind. & Visitor Services

Marketing

Staffing & Admin.

Other

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

In Planning In Progress Complete

Central Oregon
Eastern Oregon

Mt. Hood / Columbia River Gorge
Oregon Coast

Portland Region
Southern Oregon
Willamette Valley

Progress by Region
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OREGON GOVERNOR’S CONFERENCE ON TOURISM
Each year, Travel Oregon hosts the Oregon Governor's Conference on Tourism in a different part of the state.  
This year’s conference, held in Bend, offered three days of networking and workshops for more than  
450 attendees, exhibitors, sponsors and industry experts.

2018 CONFERENCE 
SUSTAINABILITY PRACTICES

§	Food and beverages served to  
 attendees were sourced locally  
 from Central Oregon and/or  
 Oregon. 

§	Conference lodging provided  
 in-room recycling bins. 

§	Convention center had recycling  
 for exhibitors and event staff. 

§	No food or beverage was served  
 from plastic, Styrofoam or  
 disposable dishes.

§	Cloth linens and napkins were  
 used instead of paper. 

§	Handouts and information  
 were shared through the  
 conference mobile app to reduce  
 paper waste. 

§	Green certified buses from  
 Northwest Navigator were used   
 to transport attendees to the  
 night out event.

501 attendees

588 room nights

32 sponsors

40 exhibitors

2018 ATTENDEE STATISTICS

8%  
CENTRAL 
OREGON

9%
EASTERN 
OREGON

7%
MT. HOOD / 
COLUMBIA  
GORGE

12%
OREGON  
COAST

26%
PORTLAND 

REGION

8%
SOUTHERN 

OREGON

14%
WILLAMETTE 

VALLEY

8% 
STATEWIDE

8%  
OUT OF 
STATE

*2016 and 2018 attendance sold out based on venue capacity.  
2018 had a consistent waitlist of over 120 people.

300

350

400

450

500

550

600

2013 Salem

2014 Sunriver

2015 Eugene

2016 Pendleton*

2017 Salem

2018 Bend*

YEAR-OVER-YEAR AVERAGE NUMBER OF ATTENDEES
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TRAVEL OREGON 101
This free seminar offers an overview of Oregon’s travel and tourism industry. 
It’s designed to help visitor-related organizations and businesses take advantage 
of the many opportunities offered by Travel Oregon, including Global Strategic 
Partnerships, Destination Development, Global Sales and Global Marketing. Travel 
Oregon 101 is offered online and in person.

TOURISM INDUSTRY OVERVIEW
§	Who is the Tourism Industry?

§	Travel Oregon’s Organizational  
 Structure

§	What is a Regional Destination  
 Management Organization /  
 Destination Management  
 Organization

§	Tourism Industry Partnering  
 Structure

GLOBAL STRATEGIC 
PARTNERSHIPS
§	Regional Cooperative Tourism  
 Program

§	Grants Program

§	Industry Services

§	Strategic Partnerships Development

3%
CENTRAL 
OREGON

6%
EASTERN 
OREGON

10%
MT. HOOD / 
COLUMBIA  
GORGE

12%
OREGON  
COAST

16%
PORTLAND 
REGION

31%
SOUTHERN 

OREGON

20%
WILLAMETTE 

VALLEY

2%
NOT FROM 

OREGON

DESTINATION DEVELOPMENT
§	Community-Based Development

§	Product and Business Development

§	Destination Management Services

GLOBAL SALES
§	Target Markets

§	The International Traveler

§	How We Market Oregon  
 Internationally

§	Brand USA

§	Are You Ready to Go International?

GLOBAL MARKETING
§	Brand and Consumer Advertising

§	Digital Platforms and Content

§	Insight and Planning

§	Consumer, Industry and  
 Corporate Communications

§	State Welcome Centers

SEMINAR STATISTICS

8 Seminars
Medford | Oregon City | Bend  
Sandy | Eugene | Grants Pass 
Bandon | Cascade Locks

4 Webinars

33% Signed up for the  
industry e-Newsletter

417 Attendees
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OREGON TOURISM STUDIO
Through the Oregon Tourism Studio program, the Destination Development 
team works with communities interested in developing sustainable tourism 
economies. Studios help communities create a shared vision to boost tourism, 
manage demand and develop unique offerings for visitors. The program helps 
increase high-value, authentic experiences for travelers in Oregon, while benefiting 
the livability and natural environments of rural communities.

In FY 2017-18, we revamped our Oregon Tourism Studio offerings by defining 
three distinct program types to better serve our distinct communities.

§	Rural Tourism Studios for communities striving to grow tourism based  
 on their region’s unique offerings

§	Destination Management Studios for communities with strong tourism  
 demand and potential vulnerability to the impacts of high visitation

§	Tourism Experience Studios for communities ready to develop and market  
 specific tourism products, such as outdoor recreation or agritourism

A survey taken six months after the Klamath Basin Tourism Studio showed  
that participants credited the program with catalyzing a 54% increase in  
knowledge of sustainable tourism development. Attendees of the Southern 
Oregon Coast Tourism Studio reported a 65% increase in knowledge of emerging 
market opportunities in a survey taken six months after the studio took place. 
Participants of both studios stated significant increases in clarity of action plan 
and levels of collaboration.

DESTINATION DEVELOPMENT
The Destination Development team works with Oregon communities and businesses to help  
them realize their tourism potential and better participate in the state’s growing tourism industry.  

FY 2017-18 OREGON TOURISM 
STUDIO BY THE NUMBERS

5 Studios delivered

13 Action Teams formed

221 Attendees by sector:

38%
BUSINESS

3%
EDUCATION

21%
GOVERNMENT/ 

LAND MANAGER

22%
TOURISM

5%
USER

10%
NONPROFIT

“The workshop on Adventure and 
Outdoor Recreation turned out to be 
one of the most productive days of my 

professional life!” 
-Southern Oregon Coast 

stakeholder

 “The broad nature of the participants 
in the whole process — that has a lot 
of value. There are a lot of different 
perspectives. Together we caught a 

glimpse of what was possible.” 
- East Lane County stakeholder

“More than anything, Travel Oregon 
brought an awareness to the commu-
nity and the area that these types of 

tourism efforts are real and effective 
and there’s real money behind it and it 

brings people to the area.” 
- Umpqua Valley stakeholder

To support priority projects identified by communities, Destination Development 

awarded $52,000 in Oregon Tourism Studio matching grants in FY 2017-18, 

bringing the total amount awarded since program inception to $208,000.
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Oregon Tourism Studio Regions

**Source: Business Oregon, based on data from the U.S. Bureau of Labor Statistics, U.S. Bureau     
    of Economic Analysis and Oregon Employment Department. December 29, 2017.

FY 2017-18 = n
Past Studios = n
FY 2017-18 Grants Awarded = $

KEY

* Communities within counties listed  
as economically distressed** 

Four Rivers*

Oregon’s Outback*

South Willamette Valley

Greater Tualatin Valley

Klamath Basin*

River Canyon Country*
$5,000

John Day River Territory*
$1,000

Tillamook County
$10,000

North Santiam
$5,000

McKenzie River Valley
$1,000

Umpqua Valley*
$10,000

Southern Oregon Coast*
$20,000

OREGON TOURISM STUDIO FOLLOW-UP WORK
In addition to awarding Tourism Studio Grants, Destination Development supports post-Tourism Studio regions by  
offering a suite of support services, including:

RESOURCE ASSISTANCE FOR 
RURAL ENVIRONMENTS
Travel Oregon completed a second-year 
partnership with the University of Oregon 
to deliver the Resource Assistance for Rural 
Environments (RARE) Americorps program. 
Twenty percent of RARE placements in 
Oregon are focused on tourism development in 
communities that have completed an Oregon 
Tourism Studio. Five of the positions were 
funded in partnership with Travel Oregon, 
RDMOs and other local and regional partners 
and then matched with contributions from the 
University of Oregon.

RARE group meeting

§	Network design consulting – supports ongoing  
 development of regional tourism networks to expand  
 economic impact and strengthen relationships for locally  
 driven growth

§	Technical assistance – Travel Oregon offered grant  
 writing assistance to 17 communities, as well as strategic  
 planning support

§	Investment in full-time staff – Julie Miller, Oregon  
 South Coast Regional Tourism Network Manager
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PRODUCT DEVELOPMENT
Travel Oregon led, partnered on, or funded the development of 31 tourism-related projects across 
the state to support the continued development of the Oregon experience.

PROJECTS DELIVERED REGION LEAD PROJECT PARTNERS
CONSUMER-FACING PROJECTS

62 New Bike Routes Published Statewide  
Columbia Express – service expansion to Hood River Mt. Hood/Gorge Oregon Department of Transportation
Crooked River Canyon Scenic Bikeway Central Oregon  
EV Charging Stations: Estacada,  
Florence, Junction City

Mt. Hood/Gorge, Oregon 
Coast, Willamette Valley

Forth, Tesla

Event Toolkits* Willamette Valley Travel Lane County, McKenzie Chamber 
of Commerce, City of Oakridge

Fat Biking Brochures: Central Oregon Coast, 
Southern Oregon Coast*

Oregon Coast Oregon Coast Visitors Association

Gresham Bike Pod (TO Grant) Portland Region  
Historic Columbia River Highway –  
continued redevelopment

Mt. Hood/Gorge Oregon Department of Transportation

McKenzie River Valley: McKenzie Frenzy Event* Willamette Valley McKenzie River Chamber of Commerce
Mountain Bike Video Mt. Hood/Gorge, 

Central Oregon, 
Willamette Valley

 

North Santiam River Fusion 22* Willamette Valley North Santiam Canyon Economic 
Development Corporation

Oregon Food Trails: North Coast*, Wild Rivers 
Coast*

Oregon Coast Visit Tillamook, Oregon Coast Visitors 
Association

Oregon Scenic Bikeway Video – Oregon Outback Southern Oregon  
Oregon Scenic Bikeways Map Statewide Oregon Parks & Recreation Department
Regional Welcome Kiosks – John Day River 
Territory*, River Canyon Country*

Eastern Oregon, 
Central Oregon

Mid-Columbia Economic Development 
District, Maupin Chamber of Commerce, 
Prineville-Crook County Chamber

Santiam River Country Highlight Video* Willamette Valley North Santiam Canyon Economic 
Development Corporation

Tourism Studio Trip Ideas: East Lane County*, 
Umpqua Valley*

Willamette Valley,  
Southern Oregon

 

Uncork Polk County* Willamette Valley Polk County Tourism Alliance
WeSpeak Toolkit - Lane County – Mountain Biking 
and Covered Bridges*

Willamette Valley Travel Lane County, City of Oakridge,  
City of Cottage Grove

Whiskey Run Mountain Bike Festival* Oregon Coast Oregon Coast Visitors Association, Bike 
Newport, Travel Southern Oregon Coast, 
Wild Rivers Coast Alliance

Whiskey Run Trail* Oregon Coast Oregon Coast Visitors Association
INDUSTRY-FACING PROJECTS

Cascadia Connect Car-Free Access to the Outdoors** Oregon Coast, Mt. 
Hood/Gorge, Central, 
Willamette Valley

 

Oregon Agritourism Network Survey 1-Pager** Statewide  
Oregon Outdoor Recreation Initiative Phase 1 
Summary Report**

Statewide  

Trail Funding Webinar** Statewide  

*Projects led by Oregon Tourism Studio Action Teams   
**Project developed as part of an Industry Working Group
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A visual within the Cascadia Connects Toolkit displays 
key features and amenities needed to provide excellent 
transportation service. 

INDUSTRY WORKING GROUPS
Oregon has a competitive advantage over other states with our richness of  
outdoor recreation, bicycle tourism and culinary and agritourism. To support  
the advancement of these key areas, Destination Development manages and  
convenes statewide industry working groups to help industry members  
network, share lessons learned and increase development of tourism product  
and experiences. 

OREGON OUTDOOR RECREATION INITIATIVE
In 2016, Travel Oregon launched the Oregon Outdoor Recreation Initiative, a state-
wide effort to bring together businesses, agencies, land managers, conservation 
groups and recreational user groups around the goal of expanding access to outdoor 
recreation and increasing the economic impact and sustainability of Oregon’s 
outdoor recreation economy. The initiative is steered by a 25-person leadership 
team. In September 2017 Travel Oregon published a Phase One Summary  
Report for the Oregon Outdoor Recreation Initiative, which can be found at 
Industry.TravelOregon.com/OregonOutdoorRecreation.

Action Teams established: Economic Impact, Network Design, Communications,  
Office of Outdoor Recreation, Transportation, Signature Trails, Diversity in  
the Outdoors 

Action Team projects completed: Office of Outdoor Recreation, Roadmap to 
the Outdoors Symposium, Cascadia Connect Car-Free Access to the Outdoors 
Toolkit, Central Oregon Outdoor Recreation Network Discovery Survey

A panel at the Roadmap to the 
Outdoors Symposium discusses 
ways to expand access to outdoor 
recreation in Oregon.

A panel at the Oregon Bicycle Tourism Summit discusses  
adventure cycling and tourism. Pictured left to right:  
Stephen Hatfield, Travel Oregon; Steve Schulz, Cycle Oregon; 
Jocelyn Quarrell and Kim McCormick, Oregon Timber Trail 
Association; Chris Bernhardt, C2 Recreation Consulting. 

FY 2017-18 INDUSTRY  
WORKING GROUPS BY  
THE NUMBERS

6 Statewide events: Oregon 
Outdoor Recreation Summit, 
Oregon Trails Summit, Special Use 
Permit Workshop, Roadmap to the 
Outdoors, Oregon Bicycle Tourism 
Summit, Trails Funding Webinar

1,030 Attendees by sector:

9%
EDUCATION

26%
GOVERNMENT/ 

LAND MANAGER

7%
TOURISM

7%
USER

25%
NONPROFIT

25% 
BUSINESS
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OREGON AGRITOURISM NETWORK
With support from a 26-person leadership team, the Oregon Agritourism 
Network focuses on advancing policy, network development, marketing, quality 
of product offerings, education and economic impact of culinary and agritourism 
in Oregon.

In recognition of the numerous regulations that agritourism businesses must 
comply with to operate, Travel Oregon provided one-on-one technical assistance 
for agritourism to 37 businesses and 12 agencies.

DESTINATION MANAGEMENT
As Oregon matures as a tourism destination and resources for tourism 
expand, Travel Oregon invests in the management of tourism-related impacts. 
Destination Management activities focus on the quality of all elements that 
make up a destination and impact the visitor experience.

OREGON GUEST SERVICE GOLD
Through this work, Travel Oregon recognizes the importance of workforce  
development and giving back to support the long-term health and coordination  
of the people and places that collectively make up our state’s tourism industry. 
We partnered with the Oregon Restaurant and Lodging Association (ORLA)  
to develop the Oregon Guest Service Gold customer service training, an  
internationally accredited education program. The training can be offered 
online or in-person.

2018 AGRITOURISM 
BUSINESSES IN OREGON: 
SURVEY KEY FINDINGS:

§	Agritourism is growing  
 in Oregon

§	Operating agritourism  
 businesses are seeking  
 marketing support

§	Agritourism businesses  
 are seeking training, education  
 and networking opportunities

§	35 new trainers have been trained to deliver Guest Service Gold trainings
§	510 new students were certified as Guest Service Gold in these regions:
 Oregon Coast: 287 
 Willamette Valley: 66 
 Portland Region: 55 
 Southern Oregon: 52
 Central Oregon: 34
 Mt. Hood & Columbia River Gorge: 15 
 Eastern Oregon: 1
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TRAVEL OREGON FOREVER
We developed the Travel Oregon Forever Fund in 2012 to enable residents and 
visitors to give back to tourism-related projects that make Oregon a better place 
to live and visit. Now, when visitors spend money at participating businesses, 
a portion of proceeds is donated to seven projects across the state. More than 
$42,800 was raised in 2017 and more than $175,000 has been raised and  
distributed since 2012.

2017-18 PROJECTS
The following projects were selected in December 2017 to receive an equal  
share of Forever Fund donations collected between 2017 and 2018:

OREGON COAST  
Explore Nature

PORTLAND REGION  

Gateway Green

MT. HOOD / COLUMBIA RIVER GORGE 

Ready, Set, GOrge!
EASTERN OREGON  

Oregon Desert Trail

SOUTHERN OREGON  

Restoring the North Umpqua Trail
CENTRAL OREGON  

Cascade Lakes Mountain Bike Trail
WILLAMETTE VALLEY  

Bunchgrass Trail Rehabilitation

A refreshing IPA with 
big orange and citrus hop 
aroma, light malt character 
and moderate bitterness.
ABV:   6.7%
IBU’s:  55

Travel Oregon and Deschutes 
Brewing partnered to create 
the Slightly Exaggerated IPA; 
$1 from every pint sold at 
the 2018 Oregon Governor’s 
Conference on Tourism was 
donated to the Forever Fund.

Visit Industry.
TravelOregon.com/

ForeverFund  
to learn more.
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GLOBAL SALES
Travel Oregon’s Global Sales team works to increase international inbound leisure travel to Oregon 
through travel trade, media, marketing programs and consumer events in key international markets 
and by supporting international nonstop airline service. Global Sales focuses on increasing visitation 
during off-peak seasons from the target markets of Europe, Asia, Oceania and North America, while 
monitoring growth and opportunities in emerging markets. 

INTERNATIONAL VISITOR SPENDING
In 2017, international visitors spent $1.325 billion, an 8% increase from 2016, compared to national average of 5%. 
Oregon is the sixth fastest growing state in international visitation.

INTERNATIONAL MEDIA
Travel Oregon hosted 35 research trips with international 
media. Earned media generated 1,566 online and  
print pieces highlighting Oregon travel experiences, 
accounting for billions of international impressions  
valued at $17,149,047.
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2017 SPENDING BY COUNTRY
 In millions of dollars

42%  
FORECASTED 

GROWTH 
2017-2022

18%  
GROWTH 
2012-2017

UK $1,965,700

France $1,578,600

Australia $792,882

Sweden $756,144

Germany $575,214

Japan $351,462

Denmark $323,523

New Zealand $134,050

Canada $83,850

Ireland $13,900

TOTAL EARNED MEDIA VALUE

By introducing international media to the splendor of 
Oregon via press trips, Travel Oregon is able to influence a 
large amount of international media coverage for Oregon. 
In planning these trips, we partner with RDMOs, local 
DMOs and businesses to showcase the state, which results 
in excellent media coverage.
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TRAVEL TRADE FAMILIARIZATION TOURS
These tours offer travel agents, product managers and tour operators the chance to 
experience new or existing Oregon product. This valuable program keeps Oregon 
top of mind when they are developing new tours or selling travel. Travel Oregon also 
collaborates with Brand USA on large-scale familiarization tours called Mega 
Fams, which typically involve multiple state partners. 

OREGON ROAD RALLY
Seventeen trade clients and four key 
opinion leaders from nine different 
countries embarked on a seven-day 
road trip through Oregon to develop 
new product and content. This 
year’s trip touched four regions, 
thereby offering clients more time 
to explore and less time driving. We 
offered a “speed dating” session so 
partners from the seven regions 
could meet one-on-one with Road 
Rally participants. More than  
120 Oregon DMOs, partners and 
businesses helped make the Road 
Rally a success.

RETURN ON INVESTMENT
As a result of the Road Rally, 
more than 75 pieces of content 
were created by the 
four Chinese and 
Japanese key opinion 
leaders, including 
blog posts, social 
media stories,  
travel articles and 
live streaming  
videos that reached 
millions of viewers. 
Three trade publi-
cations also picked 
up stories about the Road Rally in 
the United Kingdom, New Zealand 
and Australia. Six new itineraries 
based on the 2018 Road Rally are 
already being developed and sold  
in four markets, and Oregon’s  
visibility as a travel destination 
was highlighted with four tour 
operators through ad buys, social 
media posts, sponsorships and 
agency travel events. 

GEO MAGAZINE  
France, March 2018

DELTA SKY MAGAZINE 
Japan, September 2017

ポ
ー
ト
ラ
ン
ド

か
ら
行
く
、

パ
シ
フィ
ッ
ク

コ
ー
ス
ト
の
旅

ポ

ー
ト
ラ
ン
ド
の
魅
力
を
ひ

と
つ
ひ
と
つ
上
げ
て
行
く
こ

と
は
、
枚
挙
に
い
と
ま
が
な
い
こ

と
だ
ろ
う
。
ス
タ
ー
シ
ェ
フ
が
腕
を

ふ
る
う
、
素
敵
な
レ
ス
ト
ラ
ン
の
数
々
。

そ
し
て
ク
ラ
フ
ト
精
神
あ
ふ
れ
る
製
品
を

並
べ
る
セ
レ
ク
ト
シ
ョ
ッ
プ
た
ち
な
ど
、

魅
惑
の
ス
ポ
ッ
ト
の
数
多
く
が
ポ
ー
ト
ラ

ン
ド
と
い
う
決
し
て
大
き
く
な
い
都
市
に
、

ギ
ュ
ッ
と
詰
ま
っ
て
い
る
の
だ
。

　
し
か
し
、
そ
れ
ら
多
く
の
ポ
ー
ト
ラ
ン

ド
の
魅
力
の
な
か
で
、
ひ
と
き
わ
輝
い
て

見
え
る
の
は
「
大
自
然
が
身
近
に
あ
る
こ

と
」
で
は
な
い
だ
ろ
う
か
？
　
ポ
ー
ト
ラ

ン
ド
の
あ
る
オ
レ
ゴ
ン
は
、
豊
か
な
自
然

に
覆
わ
れ
た
州
で
あ
る
。
ポ
ー
ト
ラ
ン
ド

か
ら
車
で
１
時
間
ほ
ど
も
走
れ
ば
、
あ
た

り
の
景
色
か
ら
都
会
っ
ぽ
さ
は
す
っ
か
り

消
え
、
見
渡
す
限
り
の
大
自
然
の
な
か
に

身
を
置
く
こ
と
が
で
き
る
。

　
ポ
ー
ト
ラ
ン
ダ
ー
た
ち
が
自
然
の
な
か

で
余
暇
を
過
ご
す
際
、
人
気
の
高
い
行
き

先
の
ひ
と
つ
が
オ
レ
ゴ
ン
・
コ
ー
ス
ト
・

ハ
イ
ウ
ェ
イ
こ
と
１
０
１
号
線
沿
い
の
北

西
部
海
岸
線
だ
。
オ
レ
ゴ
ン
州
の
５
８
４

キ
ロ
に
及
ぶ
西
海
岸
は
、
す
べ
て
が
公
有

地
と
な
っ
て
お
り
「
ピ
ー
プ
ル
ズ
・
コ
ー

ス
ト
」と
い
う
異
名
を
持
っ
て
い
る
。
ポ
ー

ト
ラ
ン
ダ
ー
に
限
ら
ず
、
多
く
の
オ
レ
ゴ

ン
の
人
た
ち
に
と
っ
て
、
こ
の
海
岸
線
は

か
け
が
え
の
な
い
憩
い
の
場
所
と
し
て
長

年
愛
さ
れ
て
い
る
の
だ
。

　
道
が
混
ん
で
い
な
け
れ
ば
、
車
で
ポ
ー

ト
ラ
ン
ド
か
ら
1
時
間
半
～
２
時
間
で
行

け
る
ア
ス
ト
リ
ア
や
キ
ャ
ノ
ン
・
ビ
ー
チ

な
ど
の
エ
リ
ア
は
、
思
い
立
っ
た
ら
す
ぐ

に
出
か
け
る
こ
と
が
で
き
る
、
身
近
な
海

の
リ
ゾ
ー
ト
と
し
て
、
と
り
わ
け
ポ
ー
ト

ラ
ン
ダ
ー
た
ち
か
ら
の
人
気
が
高
い
。ポ
ー

ト
ラ
ン
ダ
ー
に
な
っ
た
気
分
で
、
レ
ン
タ

カ
ー
を
借
り
て
オ
レ
ゴ
ン
・
コ
ー
ス
ト
を

ふ
ら
り
と
訪
れ
て
み
よ
う
。
オ
レ
ゴ
ン
州

内
は
総
じ
て
運
転
マ
ナ
ー
が
良
い
の
で
、

初
心
者
の
人
で
も
安
心
し
て
ド
ラ
イ
ブ
旅

行
を
楽
し
め
る
は
ず
だ
。

日本からポートランドまでのアクセス：
成田国際空港からポートランド国際空港まで
直行便で約9時間半。

名所のひとつ、アストリア・コラムの
てっぺんからコロンビア川を望む。
壮大なパノラマが、目の前に広がる場所だ。
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P
D
X
＝
ポ
ー
ト
ラ
ン
ド
国
際
空
港
は
、

ト
ラ
ベ
ル
＋
レ
ジ
ャ
ー
の
読
者
が
選
ぶ
、

最
も
快
適
な
空
港
に
選
出
さ
れ
た
。

日
本
か
ら
直
行
便
で
快
適
に
行
け
る
P
D
X
は
、

全
米
で
最
も
創
造
的
な
街
の

玄
関
口
と
し
て
も
知
ら
れ
て
い
る
。

今
回
の
特
集
で
は
ポ
ー
ト
ラ
ン
ド
を
起
点
と

終
点
に
、オ
レ
ゴ
ン
・
コ
ー
ス
ト
・

ハ
イ
ウ
ェ
イ
（
1
0
1
号
線
）を
め
ぐ
る
旅
を

紹
介
す
る
。こ
の
ル
ー
ト
を
旅
す
れ
ば
、

オ
レ
ゴ
ン
の
魅
力
が
ポ
ー
ト
ラ
ン
ド
だ
け
に

と
ど
ま
ら
な
い
こ
と
が
わ
か
る
だ
ろ
う
。
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omme des araignées, ils grimpent. 
Avec précaution et régularité. Bras 
et jambes écartés à la recherche 
d’une prise fiable. Au-dessus des 
deux hommes, une flèche de basalte 
de plus de cent mètres de haut et un 

ciel bleu sans tache. Tout autour, des falaises de 
tuf doré. En contrebas, un cours d’eau, qui a creusé 
son lit dans les gigantesques coulées de lave cra-
chées jadis par les volcans environnants, se jette 
dans la rivière Deschutes. Là, dans le bouillonne-
ment blanc des rapides, l’éclair coloré de plusieurs 
rafts. Sur la rive, un homme hurle de joie, bras levés 
en signe de victoire : il vient de relever son filet 
chargé de deux énormes saumons… Non, il ne s’agit 
pas du tournage d’un film. La scène est réelle, et 
même banale dans l’Oregon. Situé dans le centre 
de cet Etat américain, le parc de Smith Rock est 
un paradis pour les fous d’activités de plein air. 
Après sa séance d’escalade, épuisé mais radieux, 
Ben Cole, 32 ans, développeur informatique, délace 
ses chaussons. «Avec des voies aussi magnifiques, 
c’est une étape de classe mondiale pour les grim-
peurs, affirme-t-il. C’est pour tout ce qu’offre la 
nature en Oregon que j’ai quitté le Colorado. Et j’ai 
sans difficulté trouvé un job.»

Repères

A l’image de Ben Cole, de plus en plus d’Améri-
cains et d’étrangers se tournent vers ce territoire 
du littoral Pacifique grand comme la moitié de la 
France. «Depuis 2010, l’augmentation de la popu-
lation y est très significative : l’Oregon, quatre mil-
lions d’habitants, se classe dans le top dix des Etats 
à la plus forte croissance démographique, avec une 
hausse moyenne de 1,4 % [contre 2,2 % pour le 
numéro un, l’Idaho], atteste Jason Jurjevich, direc-
teur adjoint du Centre de recherche sur la popula-
tion de l’université d’Etat de Portland. Il y a eu 
65 000 nouveaux venus en 2017, dont 18 % venaient 
de Californie, et 15 % d’Asie ou d’Amérique latine.»

Pourtant, cette région fut longtemps ignorée, 
délaissée, voire méprisée. Les Américains l’affu-
blaient d’adjectifs peu flatteurs – misty, «bru-
meuse», revenait souvent –, la surnommaient avec 
dédain «a nowhere place up the coast» («un trou 
paumé là-haut sur la côte»), ou moquaient ses 
«cities hardly worth a visit», ses «villes qui ne 
valent pas le détour». Mais tout a changé. Ses cités 
à taille humaine font désormais rêver les Améri-
cains en quête d’une meilleure qualité de vie, 

Canyons, déserts, volcans, rivages luxuriants  
et sommets enneigés : tout est là

Une oasis en pleine ville : avec son ruisseau bordé d’érables, d’aulnes et de chênes, le Tanner Springs, créé en 2005, est l’un des 200 parcs de Portland.

Marchés bio, food trucks tenus par des chefs (à d.), festivals gastronomiques et une centaine de brasseries artisanales (à g.)… Portland est une ville de goût !
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太平洋に面したこのエリアは、温暖な気候と豊かな自然に
恵まれた土地だ。またポートランドから90分ほどで

行けるリゾートとしても、人気が高い。

光と風が心地良い
海岸線のリゾート

（右）アストリアを川沿いに走るトロリーは、観光気分を
高めてくれる乗り物。ぜひご乗車あれ!

（左）キャノン・ビーチそばのエコラ州立公園では、
野生動物に遭えることもことも。

キャノン・ビーチのシンボル、
ヘイスタックロック。
多くの海の生き物や鳥たちの
安息の場所でもある。

COLUMBIA RIVER 
COFFEE ROASTER

コロンビア・リバー・コーヒー・ロースター

279 W Marine Dr, Astoria, 
OR 97103 
☎ +1-503-325-2755
thundermuck.com

City Astoria

アストリア・メグラー橋のたもとに
あるコーヒー・ロースター。
１階はカフェになっており、
淹れたての美味しい一杯を味わえる。
写真はローストマスター／バイヤー
のジョン・ライマーさん。

憩いの時間を
コーヒーと共に

JOSEPHSON’S
SMOKEHOUSE

ジョセフソンズ・スモークハウス

106 Marine Dr, Astoria, 
OR 97103 
☎ +1-503-325-2190
www.josephsons.com

City Astoria

90年以上、4世代にわたっての
家業として続いている燻製屋。
オレゴン・コーストの海の幸を、
丁寧な仕事で仕上げた味が評判だ。
スモークド・サーモン・ジャーキー
は、ぜひ味わいたい逸品だ。

代々受け継がれた
伝統の味を守る

FRITE & SCOOP
フリット&スクープ

175 14th Street, Astoria, 
OR 97103
☎ +1-503-468-0416 
www.friteandscoop.com

City Astoria

ベルギー風ポテトフライと、アイス
クリームが味わえるお店。
その味に感心した投資家にチェーン
展開を打診されるものの、
この地で店を経営することをこだわって、
お断りしたとのことだ。

この美味しさは、
ここでしか味わえない!

BAKED ALASKA 
ベイクド・アラスカ

シェフのクリストファー・ホーレンさんが手がける、
目にも舌にも嬉しい美食の数々を堪能できる人気のレストラン。
オススメはシーフードだが、肉料理やピザも評判の美味しさだ。

絶品の各種シーフードを満喫

#1 12th St, Astoria, OR 97103
☎ +1-503-325-7414  www.bakedak.com

City Astoria
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ア

ス
ト
リ
ア
は
、
コ
ロ
ン
ビ

ア
川
が
太
平
洋
と
つ
な
が
る

エ
リ
ア
に
あ
る
、
歴
史
あ
る
港
町

だ
。
19
世
紀
か
ら
貿
易
、
漁
業
、
水

産
加
工
業
で
栄
え
た
歴
史
が
あ
る
こ
の
地

は
、
今
は
そ
の
歴
史
を
活
か
し
た
観
光
業

で
栄
え
て
い
る
。
洒
落
た
レ
ス
ト
ラ
ン
、

パ
ブ
、
そ
し
て
カ
フ
ェ
な
ど
も
数
多
く
建

ち
並
び
、
こ
の
ア
ス
ト
リ
ア
を
お
気
に
入

り
の
町
と
し
て
あ
げ
る
ポ
ー
ト
ラ
ン
ダ
ー

は
数
多
い
。
な
お
映
画
フ
ァ
ン
に
は
『
グ

ー
ニ
ー
ズ
』
な
ど
の
ロ
ケ
地
と
し
て
、
ア

ス
ト
リ
ア
は
聖
地
巡
礼
ス
ポ
ッ
ト
的
な
人

気
が
あ
っ
た
り
も
す
る
。

　
ア
ス
ト
リ
ア
か
ら
１
０
１
号
線
を
南
に

車
で
40
分
ほ
ど
下
る
と
、
エ
コ
ラ
州
立
公

園
の
近
く
の
キ
ャ
ノ
ン
・
ビ
ー
チ
と
い
う

町
に
出
る
。
干
潮
時
に
は
浜
辺
と
地
続
き

に
な
る
巨
石
、
ヘ
イ
ス
タ
ッ
ク
ロ
ッ
ク
で

知
ら
れ
る
こ
の
町
は
、
オ
レ
ゴ
ン
・
コ
ー

ス
ト
の
人
気
の
ビ
ー
チ
を
擁
し
て
い
る
。

町
の
雰
囲
気
は
、
ビ
ー
チ
リ
ゾ
ー
ト
と
呼

ぶ
に
ふ
さ
わ
し
い
明
る
い
空
気
感
に
包
ま

れ
て
お
り
、
町
の
目
抜
き
通
り
に
は
ホ
リ

デ
ー
を
楽
し
む
人
々
で
あ
ふ
れ
て
い
る
。

　
こ
れ
は
ポ
ー
ト
ラ
ン
ド
に
居
て
も
感
じ

る
こ
と
だ
が
、
パ
シ
フ
ィ
ッ
ク
・
コ
ー
ス

ト
沿
い
の
町
は
い
ず
れ
も
過
度
な
開
発
が

さ
れ
て
お
ら
ず
、
チ
ェ
ー
ン
店
も
ほ
と
ん

ど
存
在
し
な
い
。
ロ
ー
カ
ル
の
人
々
の
暮

ら
し
を
大
事
に
し
た
町
づ
く
り
と
い
う
の

も
、
オ
レ
ゴ
ン
と
い
う
州
の
大
き
な
特
徴

で
あ
り
、
大
き
な
魅
力
な
の
だ
ろ
う
。
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Apeine poussée la porte de l’un des  
500 dispensaries («dispensaires») de  
la région, l’odeur de la drogue saute au 

nez. Dans ces boutiques au décor très design,  
on trouve du cannabis sous toutes ses formes : 
joints (prerolls), lotions et infusions, barres 
chocolatées et biscuits, et toutes sortes 
d’accessoires, cendriers ou pipes à eau.  
En 1973, l’Oregon fut le premier Etat américain  
à dépénaliser la possession de marijuana en 
petites quantités, puis, en 1998, le second à  
en autoriser la vente sur prescription médicale. 
Depuis le 1er janvier 2016, à la suite d’un 
référendum approuvé par 56 % des habitants, 
il y est même légal pour un adulte d’en 
consommer à des fins récréatives et d’en faire 
pousser dans son jardin (jusqu’à quatre pieds). 
Un nouveau marché qui dope l’économie 
locale. Mais aussi les finances publiques : 
100 millions d’euros de taxes sur les ventes  
non thérapeutiques ont été recueillis entre 
janvier 2016 et août 2017 et investis dans 
l’éducation, la santé, les services de police…

UNE IDÉE PAS SI FUMEUSE

«Que Portland reste bizarre», la devise 
officieuse, orne mugs et T-shirts

en harmonie avec la nature. Et de fait,  en 
quelques heures de route, on passe des canyons 
et des hauts plateaux désertiques de la frontière 
est au Pacifique et ses 584 kilomètres de côtes 
 sauvages, avec végétation luxuriante, sable blond 
et pains de sucre. Et entre les deux, on trouve des 
sommets enneigés, des volcans, des déserts de 
dunes et de lave, et des forêts épaisses…

Une ville est symbolique de l’attractivité de l’Ore-
gon : Portland, dans l’extrême nord. L’été dernier 
(la belle saison est celle des migrations internes 
aux Etats-Unis), elle a été la troisième métropole 
américaine après Seattle et Dallas à compter le 
plus de nouveaux venus. Des jeunes diplômés sur-
tout, séduits par son dynamisme économique (le 
revenu des ménages y a crû de 8,7 % en dix ans) 
et des loyers moitié moins chers qu’à Seattle ou 
San Francisco. Moyenne d’âge : 29 ans. Située entre 
la montagne et l’océan, la capitale 
économique et démographique 
de l’Oregon a même été surnom-
mée pour rire «la ville où les jeunes 
prennent leur retraite» dans la 
série télé Portlandia. Depuis 2011, 
celle-ci dresse un portrait satirique 
des 640 000 habitants, des «bobos-
écolos-fantasques» obsédés par la 
nourriture bio, le développement 
durable, le bien-être animal ou les 
cultures alternatives… La ville se 
veut démocrate, progressiste, 
 promarijuana [voir encadré] et 
prochoix [pour la liberté des 
femmes en matière de sexualité 
et de fertilité]. Et se revendique 
même excentrique : Keep Port-
land weird («Que Portland reste 
bizarre»), la devise officieuse, orne 
mugs et T-shirts.

Quand, en 2002, ils ont voulu 
quitter Cleveland, dans l’Ohio, pour 
la côte Ouest, Cynthia et Steven 
Hunt, 48 et 52 ans aujourd’hui, 
médecin et consultant en mana-
gement, n’ont pas hésité long-
temps. San Francisco ? «Inabor-
dable, superficiel et obnubilé par 
la réussite matérielle», jugent-ils. 
Seattle ? «Un centre financier inter-
national, mais totalement conges-
tionné…» En comparaison,  Portland 
faisait figure d’oasis. «Démé nager 
ici, c’était renoncer à un salaire 
mirifique et à une immense pro-
priété au profit d’une alimentation 

saine, d’un sens important du collectif et d’un envi-
ronnement protégé», explique Steven, qui télétra-
vaille pour une multinationale (comme 20 % des 
néo-Orégonais). Désormais, le couple profite d’une 
multitude de petits quartiers praticables à pied ou 
à vélo, où fleurissent supermarchés et marchés bio, 
microbrasseries, cafés, galeries d’art et boutiques 
de déco. Et d’un cadre bucolique : Portland intra-
muros offre de grandes promenades au bord de 
l’eau. Et plus de 200 espaces verts s’étalent sur 
15 000 hectares, dont Forest Park, le plus grand 
parc urbain des Etats-Unis (six fois Central Park, à 
New York), pourvu de 113 kilomètres de sentiers. 
Autour, très peu de tours, plutôt des constructions 
à trois étages, des maisons individuelles et les 
bâtisses historiques du centre-ville.

Où que l’on soit, cette modeste skyline ne dissi-
mule jamais les neiges éternelles du mont Hood. A 
seulement une heure de Portland, le plus haut som-
met de l’Oregon (3 429 mètres) attire skieurs et 
randonneurs, mais aussi des cinéphiles qui rêvent 

de dormir au Timberline Lodge, 
mythique hôtel d’altitude immor-
talisé dans le film Shining (1980). 
Le mont Hood draine quatre mil-
lions de visiteurs par an – autant 
que les gorges du Columbia, un 
canyon de 130 kilomètres de 
long. Au pied des montagnes, 
Hood River, bourgade bourgeoise 
de 6 000 habitants. Dans cette 
zone, le vent s’engouffre dans le 
fleuve Columbia comme dans un 
tunnel et se heurte au courant 
pour former des vagues de plus de 
deux mètres. L’été, des centaines 
d’ailes multicolores virevoltent au- 
dessus de l’eau : véliplanchistes, 
kitesurfeurs et kitefoileurs [leur 
planche est tractée par une aile 
d’eau permettant de survoler la 
vague] débarquent ici depuis le 
Canada ou même depuis la côte 
est des Etats-Unis.

S’adonner chaque jour à au 
moins un sport de plein air : tel 
est le credo des Orégonais. On 
jogge, on pédale, on grimpe, on 
pilote un cerf-volant ou on saute 
en parapente… Ce n’est peut-être 
pas un hasard si le géant mondial 
Nike est une firme orégonaise : ici, 
l’industrie des sports n’a jamais 
connu la crise. Mais aujourd’hui, 
les poids lourds de l’Internet et des 
nouvelles technologies, les Google, 
Facebook ou Apple, attirés notam-
ment par un régime fiscal 

Randonnée au ras des Proxy Falls, des chutes hautes de 68 m (à g.), ou canotage sur le lac Trillium (à d.) : les fans de virées nature sont comblés.

Depuis 2016,  
la vente de 
cannabis est 
autorisée en 
Oregon. Une 
chaîne de 
magasins est  
même née : Serra 
(ici à Portland).

Une légende amérindienne dit que le Feu et la Neige se sont affrontés ici. De ce combat serait né ce lac, Crater Lake, dans la caldeira d’un volcan, à 2 100 m.
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RETURN ON INVESTMENT
Here are some of the new or expanded tours developed by international tour  
operators who attended a Travel Oregon familiarization tour:

United Kingdom: Dnata created an 
eight-day “Pacific Northwest Peaks & 
Pours” tour which includes five nights 
in Oregon and features craft beer and 
outdoor recreation experiences in 
Portland, Bend, The Columbia Gorge, 
Eugene, Ashland and Cannon Beach.

France: Syltours released the first 
ever French-guided motor coach 
tour in Oregon. The nine-day itiner-
ary features overnights in Portland, 
Pendleton, Baker City, Bend, Roseburg, 
and Newport and includes many 
culinary and cultural experiences 
throughout the state. 

Japan: Tabikobo created a seven-day 
exclusive Oregon tour that includes 
overnights in the Willamette Valley at 
the Vintages Trailer resort.

China: Jinjiang Travels (JJT) created 
a new small group nine-day tour itin-
erary for 2018 that focuses on Oregon 
exclusively. 

Australia: Adventure World created a 
“Taste of Oregon” tour series featuring 
three- to 15-day itineraries featuring 
unique arts & culture, culinary and 
outdoor recreation experiences.

Road Rally “speed-dating”

Travel Oregon hosted 38 travel trade  
familiarization tours with tour operators/agents  

from 11 countries – including 2 Brand USA co-sponsored  
Mega Fams Tours from Korea and the United Kingdom. 
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TRADESHOWS & SALES MISSIONS

OVERVIEW
885 travel trade and media leads 
were generated in FY 2017-2018 through 
our participation in tradeshows, which we 
shared with the seven RDMOs. 

10 tradeshows and four international 
sales missions were attended by RDMOs 
through expanded access to Regional 
Cooperative Tourism Program (RCTP) 
funds.

2018 US TRAVEL ASSOCIATION’S IPW
In May 2018, 50 delegates — at least one 
from each tourism region — shared Oregon 
with the world at the 2018 IPW tradeshow 
in Denver. In Travel Oregon’s booth, dele-
gates collaboratively engaged in more than 
220 direct appointments or leads.

UNITED STATES 
§	National Tour  
 Association Travel Exchange 
§	Go West Summit
§	American Bus Association
§	International Inbound Travel  
 Association
§	Receptive Tour Operator  
 Summit West 

§	Active America China
§	Mountain Travel Symposium 
§	Receptive Tour Operator Summit East 
§	National Tour Association - Contact 
§	US Travel Association's IPW
§	Travel Alliance Partners 
§	International Association of  
 Golf Tour Operators 

UNITED KINGDOM/
IRELAND
§	World Travel Market 
§	Holiday World Show

CANADA
§	Canada Roadshow
§	Vancouver Outdoor  
 Adventure Show

AUSTRALIA/ 
NEW ZEALAND
§	Snow Travel Expos 
§	Oceania Sales Mission

CHINA
§	China Sales  
 Mission 

GERMANY
§	CMT Stuttgart
§	ITB

MEXICO
§	AeroMexico  
 Trade Mission

THE NETHERLANDS
§	Vakantiebeurs

SCANDANAVIA
§	Mid-Atlantic Iceland
§	FDM Denmark 
§	Visit USA

JAPAN
§	Brand USA Japan  
 Sales Mission
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INTERNATIONAL GOLF TOUR OPERATORS 
NORTH AMERICAN CONVENTION 2018
Central Oregon’s Sunriver Resort hosted the 10th International Association 
of Golf Tour Operators North America Convention with more than 160 golf 
tour operators from 35 countries attending. Travel Oregon partnered with five 
regions to host 100 buyers — a record number — on 10 pre- and post-convention 
familiarization tours to showcase Oregon as a premier golf destination. Travel 
Oregon and 15 Oregon partners attended the show, generating more than 60 leads 
from one-on-one appointments. 

“Oregon is a truly spectacular 
and varied golf destination and 

one that is now firmly established 
in the minds of all those golf tour 
operators who attended our 10th 

NAC … This convention had a 
completely different feel about 

it and perfectly reflected all that 
Oregon has to offer. Most impor-
tantly, everyone is now aware of 
the incredible array of amazing 

golf experiences readily available 
throughout the state and we  

are certain that you will see a  
dramatic increase in profile  
of Oregon on tour operators’  

websites and group promotions  
in the coming months.” 

– Peter Walton,  
Chief Executive of the 

International Association  
of Golf Tour Operators 

INTERNATIONAL SALES 
DEVELOPMENT WORKSHOPS
The International Sales Development Workshop program was 
another new RCTP opportunity for RDMOs. With workshops 
tailored to each region’s needs, local businesses learned about 
marketing to international visitors. Seventy-seven representa-
tives from the Southern Oregon Coast and Willamette Valley 
participated in 2018. The South Coast Itinerary Planning Session 
produced a five-day itinerary that was promoted at the 2018 IPW 
tradeshow, and a similar itinerary from the Willamette Valley 
Itinerary Planning Session is underway.

SALES DEVELOPMENT GRANTS
Local tour operators Dan Sizer with Go Wild 
American Adventures and Nick Gibson with 
Trans-Cascadia Excursions used small grants 
from Travel Oregon to attend the Go West 
Summit in Salt Lake City. Go West is a trade-
show introducing the world’s top international 
tour operators to tourism-related businesses 
and services in the American West. This was 
the first tradeshow for each of them, and they 
both developed new sales opportunities and 
relationships with international buyers and 
Oregon suppliers.

“My biggest take away from Go West was net-
working within my community and learning 
more about the travel and tourism industry… 
and I found there is a lot of room for me to 
refine and grow my product.”  

— Nick Gibson, Trans-Cascadia Excursions
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CONNECTING KEY MARKETS
Oregon boasts 12 international nonstop flights to Portland International Airport: 

GLOBAL REACH 
The Global Sales team expands their global reach in international markets with 
consumer activations and traditional marketing programs and promotions with 
key airline, tour operator and other strategic partners. Just two of the many 
examples of successful marketing promotions this year included projects in the 
United Kingdom and Canada.

UNITED KINGDOM 
In July 2017, Travel Oregon, in partnership with Brand USA, was one of three US 
destinations exhibiting at the Royal Horticulture Society (RHS) Hampton 
Court Palace Flower Show. Oregon’s presence at the show was amplified by 
numerous media events and coverage highlighting the state as a unique desti-
nation for garden lovers and helping drive visitation from the United Kingdom 
and promote the new Delta Air Line nonstop service from London Heathrow to 
Portland. This is the world’s largest annual flower show with 140,000 visitors in 
2017. The total press coverage for Oregon’s participation in the show was valued 
at $9,011,918 reaching a circulation of 359,840,424. 

CANADA 
Travel Oregon partnered with Expedia to place key advertising across Canada 
targeting the leisure traveler with the message “Save up to 25% and Keep Your 
Dollar At-Par!” The campaign promoted American businesses accepting the 
Canadian dollar at par with the American dollar. The promotion ran May 23 – 
July 17, 2017. More than 6,000 hotel rooms were booked, with a two-night  
average length of stay and total gross bookings of $1,434,160. More than 50 hotel 
partners from around the state participated in the campaign.

§	London Heathrow*
§	Reykjavik *
§	Frankfurt 

NEW: Mexico City (year-round service added Winter 2018)  
Travel Oregon and key industry partners joined the Port of Portland’s Mission to 
Mexico City to support the new, nonstop service on Aeromexico. Travel Oregon 
met with prominent travel trade and media, as well as Brand USA and Aeromexico 
to discuss potential promotions and partnerships. As a result of the mission, three 
media familiarization trips have been scheduled for summer/fall 2018.
*seasonal flights

§	Amsterdam 
§	San Jose Del Cabo 
§	Puerto Vallarta 

§	Guadalajara
§	Mexico City 
§	Tokyo 

§	Toronto* 
§	Calgary 
§	Vancouver

Swan Island Dahlias
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ADMINISTRATION & OPERATIONS 
In providing general organizational support,  
the Operations team serves the state  
and Oregon’s tourism industry through 
investment in effective human resources,  
leveraging the expertise of contract vendors  
to drive results and above all, ensuring 
transparency and attention to detail in 
accounting functions. Travel Oregon  
administrative costs were kept below 
10 percent of total revenues thereby 
maximizing resources available for our 
programs.

One of Travel Oregon’s four imperatives, “Run an Effective Business,” speaks 
directly to the responsibility shared by all employees working at Travel Oregon. 
Running an effective business starts with hiring and retaining great people. Travel 
Oregon employees understand the critical role tourism plays as an economic and 
community development engine. Engaged and empowered employees are pivotal 
to our success as is striving to ensure our industry partners feel optimistic and 
empowered to act. We work to provide an environment which fosters collaboration 
and a commitment to doing meaningful, impactful work in support of our vision to 
provide a better life for all Oregonians. 

Some of the Travel Oregon team at the 2016 Oregon 
Governor’s Conference on Tourism in Pendleton.

 CAFR Gold Star  
Award  

Travel Oregon has received the  
CAFR (Comprehensive Annual  

Financial Report) Gold Star 
Award every year since 2004 for 

our financial statements. 

In addition, financial reviews  
submitted to the Oregon Secretary 

of State’s office reflect an agency 
committed to excellence as  
stewards of state resources. 

“I am inspired by the strong, 
smart people we work with 

and am excited to continue to 
build up our industry to make 
a difference in the lives of all 

Oregonians.” 

– Staff quote from the  
Travel Oregon Employee 

Engagement Survey 
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OREGON TOURISM COMMISSION   2530 Center Street NE, Suite 200, Salem, OR 97301   industry.traveloregon.com


